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Penelitian ini bertujuan untuk mengetahui pengaruh antara variabel green 
awareness product dengan melihat brand image sebagai variabel mediasi terhadap 
keputusan pembelian produk sepatu Nike. Jenis penelitian ini adalah penelitian 
kuantitatif. Sampel pada penelitian ini adalah 100 responden. Teknik pengambilan 
sampel menggunakan aksidental sampling. Teknik pengumpulan data 
menggunakan kuesioner. Alat analisis yang digunakan adalah analisis jalur. Hasil 
analisis menunjukan bahwa brand image tidak memediasi antara variabel green 
awareness product terhadap keputusan pembelian sepatu Nike. Pengujian hipotesis 
menggunakan uji t dan sobel. Hasil uji menunjukan bahwa 1) terdapat pengaruh 
signifikan antara green awareness product terhadap keputusan pembelian, 2) 
terdapat pengaruh signifikan antara green awareness product terhadap brand 
image, 3) terdapat pengaruh signifikan antara brand image terhadap keputusan 
pembelian, dan 4) tidak terjadi mediasi antara green awareness product terhadap 
keputusan pembelian melalui brand image sebagai variabel mediasi. 
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This This study aims to determine the effect of the green awareness product variable 
by looking at brand image as a mediating variable on purchasing decisions for Nike 
shoes products. This type of research is quantitative research. The sample in this 
study were 100 respondents. The sampling technique uses accidental sampling. The 
technique of collecting data using a questionnaire. The analytical tool used is path 
analysis. The results of the analysis show that the brand image does not mediate 
between the variable green awareness product on the decision to purchase Nike 
shoes. Hypothesis testing using t test and sobel. The test results show that 1) there 
is a significant influence to green awareness product on purchasing decisions, 2) 
there is a significant effect to green awareness product of brand image, 3) there is 
a significant influence to brand image on purchasing decisions, and 4) there is no 
mediation to green product awareness of purchasing decisions through brand 
image as a mediating variable. 
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